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文章整体采用联合分析法。首先，通过实施调研 I获取 103 份有效调研问
卷、排序确定了对厦门地区餐饮类网络团购消费者决策产生影响的偏好属性；
然后，从调研 I结果中提取 5个属性进行正交实验设计，模拟 16组市场产品的
轮廓，在厦门地区进行了 367 份有效市场调研 II；最后，在完成对调研 II 的
数据收集与统计后，通过编写联合分析程序，计算出厦门地区餐饮类网络团购
消费者的各产品属性及水平的效用值及模拟产品的市场占有率。 
实验结果通过了 Pearson’s R和 Kendall’s tau等级相关系数的拟合检





























This paper makes investigations to consumers in Xiamen area regarding to the 
catering online group-buying topic, retrieve consumers’ purchase preference through 
empirical research, provide specific measures and suggestions covering the aspects 
of popular package solution of catering online group-buying, estimation of market 
share of different catering categories and rectification of wrong practices and 
thoughts in online group-buying operations to group-buying websites and Xiamen 
catering enterprises  
The paper adopts the conjoint analysis method, and conducts 2 surveys. First, 
103 copies of effective questionnaire were acquired through Survey I and consumer 
preference attributes which influence Xiamen consumer decision on catering online 
group-buying were determined and ranked. Then 5 attributes were picked out from 
the result of Survey I to make the orthogonal experimental design. After that, Survey 
Two was conducted on 16 groups of market-simulated catering categories with 
different attributes and levels and 367 copies of effective questionnaire were 
acquired in Xiamen area. Finally at the base of data statistics and through writing 
programs of conjoint analysis, the paper calculates the utility value by different 
consumer preference attributes and levels and simulates the 16 categories’ market 
shares.  
The experimental result passes the matching test of Pearson’s R and Kendall’s 
tau coefficient of rank correlation. The correlation coefficient is as high as 0.888 and 
0.805 respectively and the significance level of two-tailed test are both 0.000. These 
data show that the analytical model can reflect well and truly Xiamen area 
consumers’ preference on catering online group-buying. 
In conclusion, with regard to the catering online group-buying in Xiamen area, 
price and favorable reception rate are the most important factors that influence 
consumers’ online group-buying decision; high rate of favorable reception bring 
about tremendous positive benefits, and rate of favorable reception at 4.1~5 brings 
about maximum sales volume; the lower the price interval the higher the utility 















products; consumer preference for catering categories takes turns as buffet/local 
special food/chaffy dish/Hong Kong style tea, local flavor influences consumer 
preference ; the less time spent on the way to restaurant the higher the consumer 
utility brought forth; refund service upon coupon unused has distinct positive effects 
to increasing sales and building corporate image. 
The paper provides to group-buying websites and Xiamen catering enterprises  
specific measures and suggestions covering the aspects of popular package solution 
of catering online group-buying, estimation of market share of different catering 
categories and rectification of wrong practices and thoughts in online group-buying 
operations. The whole study method and model can be generalized to the nationwide 
study of catering online group-buying. 
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一、 O2O 服务类团购风头正劲 
近年来，中国经济发展进程中遭遇诸多问题，经济增速明显出现下行，而
在重重隐忧面前，中国的互联网经济却焕发出蓬勃的生命力，2013 年业界开始






的中国互联网领导企业更是投入巨资、迅速布局 O2O 企业，2014 年将成为传
统零售行业大规模向 O2O 转型的起始之年。 




发式增长，团购出现“逆转”，在 2012 年用户规模增长 28.8%达到 8327 万人次
的基础上、2013 年团购用户规模年增长 68.9%达到 1.41 亿人次，2013 年网络
团购成为业界增长最为迅速的网络应用。惨烈的行业洗牌背后，是经过市场洗
礼后持续走高的市场业绩，中国团购市场销售额，从 2011 年的 111 亿元、增长
到 2012 年的 214 亿元、到 2013 年的 359 亿元；参团人数，从 2011 年的 3.14
亿人次、增长到 2012 年的 4.56 亿人次、到 2013 年的 6.04 亿人次；网站在售团

















图 1-1：2013 年中国团购市场销售数据统计 
资料来源：团 800. 2013 年度中国团购市场统计报告. 团 800 咨询，2013. 
二、 领头羊餐饮类网络团购需重点关注  
餐饮类团购更是生活服务类团购中的第一主力军。2013 年餐饮类网络团购
销售额近乎翻番达到 187.8 亿元，在整个服务类团购市场销售份额占比中高达
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